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INTRODUCTION
The number of Indonesian entrepreneurs reached 3.1% of the population. This ratio is still lower compared to other countries, such as Malaysia (5%), China (10%), Singapore (7%), Japan (11%) and the United States (12%) (Budiman, 2017) . However, by 2016, the number of entrepreneurs in Indonesia has increased by four million in ten years (Fauzi, 2016) . In the future, it is expected that the number of entrepreneurs increases significantly for the next five years (Praditya, 2017) . Further, to increase the numbers, the government continues to look for ways to grow new young entrepreneurs. One way is through the Ministry of Education and Culture by inserting entrepreneurial education in the curriculum system in primary and secondary education (Mulyani, 2011) . One of the goals of entrepreneurship education in schools is to create student interest in becoming an entrepreneur (Mulyani, 2011) . From just an interest, hopefully someday it will become an intention. & Purwana, 2016; Yulianti, 2013) . In Indonesian setting, scholars have studied factors having an influence on entrepreneurial intention, for instance, entrepreneurial personality, entrepreneurship education, entrepreneurial knowledge, and the environment involving students as participants (Aprilianty, 2012; Lutfiadi & Rahmanto, 2012) . In this current study, entrepreneurial motivation is linked to entrepreneurial intention.
This study aims to measure the impact of entrepreneurial motivation on entrepreneurial intention. There are three different approaches to explore this path. Firstly, all dimensions of motivation are linked directly to intention. Secondly, motivation as an independent variable is linked to intention. Thirdly, dimensions of motivation are grouped into two different variables: taking/receiving motivation and giving motivation.
This study offers innovations. Firstly, there is a paucity of study employing these three approaches as mentioned above. Secondly, even though it is not intentionally addressing Muslim students, in fact, predominant participants in this study were Muslims. Therefore, it was a good decision when the authors adopt indicators taken from Purwana, Suhud, and Arafat (2015) . In their study, there are unique indicators relating to Islam, such as "to go to the pilgrimage of hajj using my own money" and "to take my parent to go to the pilgrimage of hajj". However, scholars have discussed how religion had an influence in the concept and practice of entrepreneurship (Dana, 2010) and particularly in Islamic context (Ramadani, Dana, Gërguri-Rashiti, & Ratten, 2017).
LITERATURE REVIEW
Entrepreneurial motivation has been gleaned by prior researchers with different approaches, for example, push and pull motivation (Neneh, 2014; Ranmuthumalie, 2010), employed and self-employed (Berthold & Neumann, 2008 Another study taken by Purwana et al. (2015) examined two different groups of samples. The first sample consisted university students with the entrepreneurial education background and another group without the entrepreneurial education background. According to these scholars, motivation can be treated as two different variables. The motivation of students with entrepreneurial education background contained two dimensions: extrinsic and intrinsic motivation. On the other hand, the motivation of students with entrepreneurial education background contained two dimensions: taking/receiving and giving motivation. Taking/receiving motivation represents egoism, whereas giving motivation represents altruism. ). In this current study, motivation is linked to entrepreneurial intention.
Şeşen and Pruett (2014) compared entrepreneurial intention of the USA and Turkey university students by employing motivation and barriers. These scholars used extrinsic and intrinsic approaches in measuring motivation variable. The study showed a significant effect of motivation on intention. However, there was a different composition of motivation dimensions influencing the intention. For American students, "creation" and "personal development" were significant, whereas for Turkish students, "pursuit of profit and social status", "desire for independence" and "creation" were significant.
RESEARCH METHODS

Participants
In total, 628 students participated in this quantitative study, where 327 were males (52.1%) and 301 were females (47.9%). Predominantly, the students' age were 18 years old (236). The rests were 17 years old (196 students), 16 years old (107 students), 19 years old (73 students), and 20 years old (12 students).
Interestingly, 287 students (45.7%) indicated that their parent had a business to run. One hundred forty-eight (23.6%) from those who ran a business mentioned that the business their parent owned was a service/trade type. The remaining students said garment (85 students -13.5%), farming (32 students -5.1%), and others.
When those who came from a family who owned a business were asked whether they helped their parent in running the business, 170 students (27.1%) claimed that they helped their parent.
On the other hand, 120 of them (19.1%) said they did not help. Furthermore, up to 138 students (22%) had an intention to continue their parent's business, whereas 148 of them (23.6%) were otherwise. 
Data analysis
There were two stages of data analyses conducted in this study. The first stage was exploratory factor analysis (EFA) using SPSS version 22. This analysis is a way to validate the data, as well as to explore dimensions and retain firmed indicators (Allen & Bennett, 2010) 
RESULTS
Exploratory factor analysis
Exploratory factor analysis (EFA) calculation resulted in eight dimensions including six dimensions of entrepreneurial motivation and two dimensions of entrepreneurial intention. The dimensions of motivation including "entrepreneurial is cool", "independent", "religious", "parent role", "financial freedom", and "public service" with Cronbach's alpha scores of 0.786, 0.792, 0.821, 0.792, 0.599, and 0.766, respectively. Additionally, the dimensions of intention consisted of "opti- from EFA survived including "business motivator", "family", "hajj", "independent", "stability", and "public service" motivation.
Although achieving fitness, the model only produced a path that showed a significance. "Entrepreneur is cool" dimension successfully predicted entrepreneurial intention with C.R. score of 3.348. In contrast, other dimensions failed to predict entrepreneurial intention, as they had a C.R. score less than expected.
The second model testing
The second model was tested with a result of the significant impact of entrepreneurial motivation on the entrepreneurial intention with C.R. score of 4.292. In this model, all dimensions were under the motivation variable. However, only three dimensions retained including "hajj", "stability", and "public service" motivation. The model achieved fitness with a probability score of 0.102, CMIN/DF score of 1.382, CFI score of 0.992, and RMSEA score of 0.025.
The third model testing
The third model linked taking motivation to giving motivation and giving motivation to entrepreneurial intention. This model achieved fitness with a probability score of 0.079, CMIN/DF score of 1.439, CFI score of 0.994, and RMSEA score of 0.026. The first path tested the impact of taking motivation on giving motivation. It had a C.R. score of 4.934. The second path tested the impact of giving motivation on the entrepreneurial intention with a C.R. score of 3.650. Both paths were considered significant. 
DISCUSSION
As mentioned earlier, this study tested three different approaches to measure the impact of entrepreneurial motivation on entrepreneurial intention. In the first model, all dimensions were linked directly to intention. The dimensions included "entrepreneur is cool", "independent", "religious", "parent role", "financial freedom", and "public service". Unfortunately, based on structural model testing, the only dimension of "entrepreneur is cool" that significantly affected entrepreneurial intention. The path had a C.R. score of 4.231 and, therefore, it was significant.
In scholarly papers, there is a paucity of study labelling a dimension with entrepreneur or entrepreneurship is cool. However, in blogs and vlogs, the label is common. As participants of this current study were those who were born between 1996 and 2000 and considered millennials. Millennials are digital natives (DaCosta, Kinsell, & Nasah, 2012) who are exposed to digital materials including probable things related to entrepreneurship. It might be a clue for the educator on how to treat millennials with different approach, while feeding entrepreneurship education. According to Satyalakshmi (2017) , millennials would potentially adopt and adapt entrepreneurship as their career path.
In the second model, motivation was treated as a single variable with six dimensions. The structural model result showed a significant impact of motivation on the entrepreneurial intention with a C.R. score of 4.292. Three dimensions retained including entrepreneur is cool, financial freedom, and public service. In general, this finding supports prior studies (Owoseni, 2014; Şeşen & Pruett, 2014) . We can see a balance motivation of the participants. On the one hand, they considered self-interest (entrepreneur is cool and financial freedom) and, on the other hand, they also considered altruism (public service).
In regard to the result of the second model, the third model was developed and assessed. The third model tested the impact of taking motivation on giving motivation and giving motivation on behavioral intention. These two paths had C.R. scores of 4.934 and 3.650, respectively, and were considered signif-icant. These findings were in line with prior studies (Purwana et al., 2015; Suhud, 2014; Suhud & Willson, 2016a , 2016b . The participants thought themselves in the first place rather than others. However, giving motivation the one that had a direct impact on entrepreneurial intention.
Further, in various studies of motivation in entrepreneurship, taking/receiving and giving (TRG) has never been explored massively. This study found a significant impact of taking/receiving motivation on giving motivation, and a significant impact of giving motivation on entrepreneurial intention. This finding supports prior studies mentioning that entrepreneurial motivation can be differentiated into TRG (Purwana et al., 2015) , and this TRG can have a significant impact on behavioral intention (Suhud, 2014; Suhud & Willson, 2016a , 2016b .
CONCLUSION
This study aimed to measure the impact of entrepreneurial motivation on entrepreneurial intention using three different approaches. The first approach shows that all dimensions of motivations were linked to entrepreneurial intention. Only a variable (entrepreneur is cool) had a significant influence on intention. The second approach shows that motivation was linked to entrepreneurial intention. In this model, three dimensions included entrepreneur is cool, financial freedom, and public service representing motivation variable were to have a significant impact on intention. The third approach shows that dimensions of motivation were grouped into two different variables: taking/receiving and giving. Taking/receiving motivation significantly affected giving motivation and giving motivation significantly affected behavioral intention.
Observing the EFA result, there was a typical religious dimension relating to Muslims. Although in the first two models tested, there was no indicators or dimensions showing a Muslim identity, however, this study can be duplicated addressing Muslim students in a different setting of education levels. The third approach, as religious dimension survived, is suitable for investigating the Muslim students' entrepreneurial intention.
The findings of this study can lead educators who are in charge of entrepreneurship education to be aware of factors that can influence students to be involved in entrepreneurship, particularly, the students' motivation. This study advises them to stimulate Muslim students' motivation as a way to pull them into an entrepreneurial intention. They also should pay attention to millennials as digital natives.
